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[bookmark: _Toc87789903][bookmark: _Toc87796085]Introduction
Globalisation has been insinuating rising demand and has altered corporate methods significantly. Market demand and consumer demand has also been evolved constantly as a result of the development of both local and foreign brands in the competition. There are several MNCs, or multinational firms, that have consistently expanded their consumer base around the world by leveraging globalisation and its operations (Alford, 2016). Marketing is critical to a company or business' sustainability and profitability if it expects to operate worldwide. While operating in the domestic market, targeting approaches must be designed in accordance with well-known domestic country regulations. When the same corporation wishes to extend its business into another nation, it must conduct an extensive inquiry to ascertain legal and political considerations, the economic backdrop of the marketplace, the target market's behavioural and lifestyle pattern, and a variety of other aspects that characterize the market (Terpstra, 2017). In this report, an analysis regarding the stakeholder within a global environment and their implication along with the demonstration of marketing functions and their impact will be given considering a global organisation “Volvo Cars”. Volvo cars were established as a company in 1927 in Sweden which stands as an automobile manufacturer (Volvo.com, 2021). As a global company, they have to maintain many aspects of marketing functions to get hold of the consumer base in America, Europe and Asia.




[bookmark: _Toc87789904][bookmark: _Toc87796086]Identification of relevant stakeholders considering VOLVO
A company usually possess two kinds of stakeholders and they can be derived internally and externally (Hansen and Bunn, 2018). Any entity or person can be referred to as a stakeholder when they possess an interest and put significant impact or influence upon the operation and marketing strategies of the company. Stakeholders circle an organisation as an internal environment aspect. Stakeholders internally and externally can be influential and thus should be considered when planning strategies to implement in the market (Paulin, 2018). Marketing functions are such customer-oriented that no parties should be disregarded. Here, it will be determined who are the stakeholders of VOLVO Cars. 
Internal stakeholders
Internal stakeholders are those parties or entities who possess a direct interest in the company and can influence the company or a business directly (Murphy et al., 2015). Mainly employees, management and the investors/owners are the internal stakeholders who are in a direct relationship with the company. Volvo also have such internal stakeholder who are regular employees, top management and investors or owner.

[bookmark: _Toc87796092]Figure 1 Internal stakeholder types
 Sources: (Murphy et al., 2015)
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Management
Senior management and board of directors are those who provide their talent and effort for the company by formulating, directing, leading and controlling operational strategies (Schönitz and Siems, 2021). They are directly in a relationship with an organisation like VOLVO. In the case of VOLVO, senior management is responsible for guiding the subordinates to function effectively and efficiently by planning strategies, passing the message, maintaining collaboration in the workforce, controlling and evaluating performance.  
Employees 
According to Schönitz and Siems (2021), Personnel who works as subordinate to the top/senior management and also those workers who are directly involved in the production work for an organisation can also be considered as stakeholder as their influence is also crucial for creating an advantage for the brand and its offerings. Employees are directly involved with the operation of an organisation like VOLVO and their activities and efficiency can make differentiation in the market (Payne, Ballantyne and Christopher, 2015). Hence, the relationship with these stakeholders cannot be disregarded. While making and planning strategies it should be considered to make VOLVO more productive and innovative as an organisation. Also, while implementing marketing strategies proper collaboration and coordination with senior management should be necessary to sync all functions globally. 
Investors/owners 
Investors or owners sometimes function as the board of directors along with top management. They are the persons/entities with the greatest interest in an organisation. In VOLVO’s case, this company is owned by other companies including “Aktiebolaget Industrivärden” and “Geely Holdings” mainly. Apart from these two companies who holds 27.7% and 16% shares of VOLVO, more stakeholders own VOLVO (Volvo.com, 2021). Marketing strategies are directly influenced by these entities, as they directly hold interests upon VOLVO.  
External stakeholders
External stakeholders are those entities or persons who are not involved with a company directly, rather they receive the offerings provided by the company. These kinds of stakeholders are influenced by the offerings and actions taken by the company and as a result, provide an outcome/feedback of their actions (Payne, Ballantyne and Christopher, 2015). They include customers, government entities or legal bodies, communities, suppliers.

[bookmark: _Toc87796093]Figure 2 External stakeholder types 
Source: (Elg and Ghauri, 2021)
Customers
Customers are the pivotal point of a company or any business. They are such stakeholders who can determine the survival of a company. All the strategies, functions, operations are usually designed to trigger these stakeholders and to influence them positively to be equitable for a lifetime (Gundlach and Wilkie, 2017). VOLVO has two types of customer bases. One of them is business to business customers who buys parts from them and the other are end consumers who purchase the final product offered by VOLVO such as VOLVO cars. The success of a company like VOLVO mainly relies on the consumers' actions and feedback towards the marketing communication conducted by the company. 
Suppliers
Suppliers are external stakeholders who pose great interest in the company. As a company grows, a supplier also might be benefitted from the reputation (Amine and Magnusson, 2017). Also, they can have greater returns by connecting with such companies. The maintenance of high-quality suppliers is vital for keeping a competitive advantage in the market. Also, frequent switching of suppliers can arise costs and lack productivity of the company. VOLVO has many suppliers for their products who assist with the raw materials. For instance, their cars need high-quality interior, tires, sound system, GPS and so on. To maintain the consistency of the quality they offer, VOLVO must maintain a healthy relationship and consider them in planning marketing strategies. 
Government entities
While operating business in any domestic form or multinational form, an organisation must consider government regulations or legal rules, tariff plans, restrictions towards foreign business and related norms and guidelines (Falconi et al., 2014). VOLVO as a global company must realise the regulatory differences around the world and implement marketing strategies considering those to conform with the legalities. 
Communities
Communities can include such persons or entities that can bring their interest towards a company and its offerings publicly and altogether (Elg and Ghauri, 2021).  Such communities can come from the customer bases locally or globally, source of employment, local dealers, trade unions, labour unions. Considering VOLVO, they also face such communities and have to consider them while implementing marketing strategies including corporate social responsibilities. 


[bookmark: _Toc87789905][bookmark: _Toc87796087]Evaluation of the impact of the relevant stakeholder on the global marketing functions of VOLVO
Global Marketing functions are the methods or instruments that enable a business to implement its strategy through the marketing frameworks it has chosen globally while considering the cross-cultural differences and making coordination of the functions worldwide (Falconi et al., 2014). For instance, if a business's competitive position is founded on high-quality offerings, the key promotional activities may be based around product development and strong customer retention. According to Schönitz and Siems (2021), Marketing functions may be classified as those that are entirely under the authority of marketing professionals, those that are primarily concerned with interaction (contact responsibilities), and those that marketing planners do as members of a workforce (product functions). 
Apart from the basic marketing functions such as sales, distribution, product design and development, financing, marketing research- global marketing functions can be complemented with franchising, licensing, joint ventures, strategic alliances. VOLVO as a globally operating company should be conscious about maintaining their stakeholder to keep up the marketing functions globally in an effective manner. 
Market planning is the most vital part of marketing functions. In the global sense, companies should put in more effort regarding the marketing planning functions. It is the foundation of how the product, price, place, promotion mix will be implemented and coordinated. To make this possible effectively and efficiently an organisation will need to consider their stakeholders globally. First of all, customers, who are the main stakeholders of a company should be considered and analysed before planning a strategy regarding them. While considering marketing functions globally a company like VOLVO faces influence from several types of stakeholders. Both internal and external stakeholders influence the marketing planning in a global sense for a company like VOLVO. Employees, Local communities, suppliers and most importantly the regional customers- all these contribute as a whole to influence the marketing planning for VOLVO (Gundlach and Wilkie, 2017). It is considered that marketing planning is complemented by market research and development. Proper planning and implementation can be done only after the realisation of proper insights found from the targeted market and ecosystem. Such market research can educate an organisation like VOLVO to make sure which stakeholders should be given priority and how the strategies should be altered to trigger them efficiently. 
Product design, development and lifestyle maintenance are also a necessity to function which should be done globally considering a multinational corporation like VOLVO (Paulin, 2018). Different regions and cultures require a distinguished marketing approach and product design. However, in this case, too VOLVO should be aware of recognising the difference in the global customer bases to make the product design function proper and justified. In some markets, it will be seen that new trends and technological revolutions are emerging and thus it will be necessary to implement new product development and withdraw existing products whereas in others it will not be necessary. VOLVO can be aware of this necessity by realising its stakeholders such as the customers, suppliers, and local communities. In some cases, product design and development can also be influenced by government entities. 
Customer service and sales support are linked with each other (Gundlach and Wilkie, 2017). A global organisation should always be cautious to value their stakeholders appropriately. For instance, in the US customer service and sales support is the most critical function. In providing such support, VOLVO is influenced by their stakeholders to alter their marketing functions.  
Considering the financial functions, investors will always look for how an organisation is effective in the scale of Return on Investment (ROI) (Payne, Ballantyne and Christopher, 2015). The marketing expenditure of a globally operated company is greatly influenced by their stakeholders. While expanding the market, VOLVO will be influenced by government regulations, tariff plans, foreign investment regulations, local communities in getting funds and assistance to make the expenditures on marketing functions. 
Apart from these functions while implementing other functions globally such as considering franchising, licensing, joint ventures an organisation like VOLVO become more influenced by the stakeholders as they have more control over the organisation in those regions. Hence, those stakeholders including suppliers, franchisees and others can impact marketing functions considering a global aspect.  
This discussion demonstrates how VOLVO, a multinational company should be considerate regarding the influence of the stakeholders before implementing marketing functions. 

[bookmark: _Toc87789906][bookmark: _Toc87796088]Demonstration of Marketing functions within an organisation and how these functions satisfy customer needs. 
Marketing serves as a connector in society. It establishes a link between supply and demand, or manufacturing and consumption (Kotler, Armstrong, Harris and Piercy, 2017). Marketing establishes and sustains the link between manufacturer and customer on a micro-level. Considering a business unit level, marketing might serve as an integrator. It unifies all of a business's operations and components in order to serve the consumers. The simplest explanation regarding marketing functions within an organisation would be to view marketing as the role of a company firm that sits between production and markets, ensuring that items flow easily from production to buyers (Kotler et al., 2017). 
There are several functions that can be done within an organisation as a part of the overall marketing process and achieve customer satisfaction upon meeting their needs. Within organisation marketing managers or executives can ensure these activities- setting objectives, planning, organising, directing, controlling and evaluation. 

[bookmark: _Toc87796094]Figure 3 Implementation of marketing functions within an organisation 
Source: (Suharyono and Widiyanto, 2021)
Similar to other functional aspects, an organisation must set objectives or planning to approach the functions in an efficient manner. Marketing objective setting is such a function where several achievements or benchmarks are targeted which would be obtained through the implementation of marketing functions. These objectives related to marketing functions must relate to company values, mission and vision (Blythe, 2014). Also, they must be aligned with proper customer insights. Without getting customer insights and building rapport with the stakeholders, it is certain that the objectives setting and the planning will not be effective and efficient. 
Following the setting up of the objectives, marketing functions will need to be designed with proper strategies and frameworks. Long term strategies should be aligned with company vision and short-term strategies should also align the company unique selling proposition and company values. Complement for planning can be done with the organising process. Proper coordination of the resources, distribution of responsibilities, synchronisation with each other- these are the main characteristics of organisational process and can make the marketing functions within a company click together (Baines, Fill and Page, 2014). 
The utilisation of the resources and other responsibilities can only be done with an effective workforce.  It is no open secret that human resource is the engine of an organisation and marketing functions also cannot be implemented effectively without making the Staffing process effectively (Housden, 2010). It is also a huge responsibility for the senior management within an organisation to direct the marketing executives towards the right path. Instigating proper stimulation personnel will be able to develop new ideas for market or product development where new strategies to penetrate the market may also be obtained. 
Controlling and evaluating the performances, ideas, developments may lead to finding errors, opportunities, improvements. Senior management and marketing teams should be aware of the return on investment, KPIs and other metrics to find out the effectiveness of the marketing functions implemented by the organisation or the company (Jobber and Ellis-Chadwick, 2018). To facilitate the evaluation of the performances in the market, companies may set benchmarks or standards to compare. Such comparison will lead to improving the productivity of the marketing campaigns and the employees as well.  
Also, from divisional perspective marketing functions can include sales, marketing research and information management, distribution, financing, pricing, promotion and product development. 
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[bookmark: _Toc87796095]Figure 4 Marketing functions 
Source: (Kotler, Armstrong, Harris and Piercy, 2017)
Among these marketing functions, product management is the most vital part of the process. Product management is the process of acquiring, creating, and optimizing an item or a product combination to capitalize on market potentials. A product is indeed the fundamental means through which a business delivers value to its clients. Additionally, marketing research directs product management toward the demands and desires of the consumer. Without being superior in offering suitable products needed by the consumers an organisation is sure to fail in the market (Housden, 2010). For instance, VOLVO may develop products based on distinguished demand worldwide. Car specification in India will not match not with that of the USA. Hence, product development is essential and should be based on proper market research to achieve customer satisfaction and deliver values. 
Pricing should be complemented with product development as both functions in an interconnected manner. Pricing also requires effective marketing research and information management to get insights regarding competitors’ strategy in the market, costs associated with the product development, meaning of the value offered towards the consumers (Rowan, 2014). These will enable a company to set an effective price that will achieve significant demand from the consumers and also match with the value delivered to derive customer satisfaction by providing needed attributes to the consumers. 
Promotion and communication dictate the main functional aspects of marketing as a whole. To make the customers aware of the product and its availability as well as to inform how the offerings can be beneficial for the consumers' needs’ promotional aspects of marketing is crucial. Promotional efforts are very vital to make the consumers known, informed and persuaded towards the purchase decision for a company or a business (Malshe and Agarwal, 2015). There are many forms of promotion which includes personal selling, sales promotion, online ads, mass media communication such as print ads or television ads. Also, public relation is another form of promotional function which can reinforce the attitude towards a company and its offerings which ultimately leads to increased satisfaction with the needed products and high customer retention (Vaile, 2016). A globally operating business-like VOLVO is always focused on improving customer attitudes by implementing strategies regarding the promotional aspect of the marketing. 
Distribution is another term of the marketing mix element “place”. It denotes the functional aspect regarding how the offerings are going to be available for the customers in the right place, time and manner (Geetanjali, 2010). Distribution is quite critical for achieving customer satisfaction and can complement product development. Though it can be depicted that distribution functions are distinguished from marketing as logistics it is essential to develop proper strategies regarding it to make effective relationships with the intermediaries, vendors and other stakeholders and conduct communication in such a manner that would achieve excellence in making the products available for the consumers appropriately. 
Sales is the heart of any organisation without which a company will not be able to survive. Sales are such a function it derives a connection between the process of value creation and rendering it to the consumers properly. Selling can not be seen is just as an exchange of ownership, rather it makes it possible to add value and meet the needs of the consumers and go beyond expectations to achieve satisfaction (Malshe and Agarwal, 2015). To trigger this a global company such as VOLVO should be aware of choosing appropriate wholesalers, retailers, the dealer who can effectively add value. 
Appropriate corporate and marketing decisions are based on a wealth of data on customers, trends, and competitors' products. Marketing information management includes gathering, storing, and evaluating this data. (Baines, Fill and Page, 2014) The information is gathered continuously and via the use of specialized marketing research studies. This is how marketers learn about consumers, their habits and opinions, their geographic location, and market trends. Businesses perform research to ensure the effectiveness of their marketing and sales efforts. Marketing information management and research can enable a multinational corporation like VOLVO to effectively gather customer insights and implement such strategies that can trigger the customer needs and wants (Housden, 2010). As a result, this leads to achieving customer satisfaction as the marketing functions are comprised of the customer needs. 
Marketing functions cannot be executed without the help of proper financing. Financing is vital to lead the marketing campaigns and promotional functions which can arise expenditures and will need to be supported. Marketing functions also require that such financing should be analysed with performance metrics such as KPI, CPM, ROI and others to realise whether the marketing efforts are appropriate or not. 
These marketing functions are interconnected and should be synced within an organisation for better implementation in the market. Proper synchronisation and coordination from all the members in an organisation will enable to cast effective spells regarding the communicational approaches conducted by the company. This discussion proves the point regarding how a globally successful company like VOLVO can achieve customer satisfaction through the execution of the marketing functions appropriately. 

[bookmark: _Toc87789907][bookmark: _Toc87796089]Conclusion
Marketing functions are critical to realise and consider by an organisation to be successful and get a competitive edge in the market. Excelling in all aspects including product development, pricing, promotional functions, distribution, financing, selling and market research and information management will enable an organisation to communicate with the customers effectively and create value. Throughout the discussion, it was also demonstrated how internal and external stakeholders can influence marketing functions while operating the business in a multinational context considering the case of VOLVO. It was illustrated that along with keeping the customers in mind primarily other stakeholders such as suppliers, government entities, employees should also be considered by VOLVO to implement better marketing strategies.
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